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 ABSTRACT 
 
This study examines how museums in the City of Philadelphia are 
responding to the changing demographics of our region; specifically, how they are 
engaging with the growing Hispanic/Latino population.  This study compares 
current practices employed by these museums with recommended participation-
building practices from the field.   
In order to understand current practices being employed by museums in 
Philadelphia I surveyed 21 qualified museums in Philadelphia to see which was 
engaging with the Hispanic/Latino community. Of the respondents, nine were 
engaging with this cultural community and of those nine; six were willing to 
participate in a more in-depth interview.  I conducted six interviews with staff 
members of these museums.   
This examination has found many successful and inspiring initiatives and 
programs from museums that are working to engage their communities.  
However, many of these efforts are fragmented and are not part of the 
organization’s vision, goals, or strategic plan.  
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INTRODUCTION 
 
This study examines how six museums in the City of Philadelphia are 
responding to the changing demographics of our region; specifically, how they are 
engaging with the growing Hispanic/Latino population.  I will compare their 
current practices with recommended practices researched from the museum field 
and the business sector.   
The study of how museums are engaging with the Hispanic/Latino 
population is important because the demographic make-up of the population is 
shifting and participation trends in museums are apparently not keeping pace. The 
U.S. population is shifting rapidly and within four decades, the group that has 
historically constituted the core audience for museums—non-Hispanic whites—
will be a minority of the population. This analysis paints a troubling picture of the 
―probable future‖—a future in which, if trends continue in the current grooves, 
museum audiences are radically less diverse than the American public, and 
museums serve an ever-shrinking fragment of society (Farrell, 5). In order for 
museums to continue to operate and add value to society, they need to be relevant 
to their communities. And those communities are changing.  Examining the ways 
in which museums are currently engaging with the Hispanic/Latino community 
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will provide insight and instruction for other museums and cultural organizations 
on how to approach this critical work.  
In order to understand current practices being employed by museums in 
Philadelphia I surveyed 54 museums in the metropolitan Philadelphia area to see 
which was engaging with the Hispanic/Latino community. Of the 21 qualified 
respondents, nine were engaging with this cultural community and of those nine; 
six were willing to participate in a more in-depth interview.  I conducted six 
interviews with staff members of The Academy of Natural Sciences, 
Pennsylvania Academy of Fine Arts, Please Touch Museum, Philadelphia 
Museum of Art, Philadelphia Zoo, and The Wagner Free Institute of Science of 
Philadelphia.   
This examination has found many successful and inspiring initiatives and 
programs from museums that are working to engage their communities.  
However, many of these efforts are fragmented and are not part of the 
organization’s vision, goals, or strategic plan.  Many of the museum professionals 
that I spoke with believe that it is important for their organization to reach out and 
build stronger relationships with diverse audiences, but they lack the financial and 
human resources to do so. In addition, they are limited by their ability to 
demonstrate the return on investment this work would yield for their organization.  
For museums to successfully engage with the Hispanic/Latino community, 
they need to have an intentional plan to which the entire organization is involved 
and committed.  Museums and cultural organizations need to be committed to 
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developing cultural competencies and to be open to community participation in 
the institution. Museums and cultural organizations also need to create a new 
system of metrics on how to measure the impact of this work.  
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LITERATURE REVIEW 
 
To develop an understanding of how museums are engaging with the 
Hispanic/Latino population in Philadelphia, this literature review examines: the 
projected growth of the Hispanic/Latino population and its implications for 
museums and other cultural organizations, participation building strategies used 
by cultural organizations to develop new audiences, and leisure preferences of the 
Hispanic/Latino population.   
Growth of Hispanic/Latino Population 
 
The projected changes in the composition of the U.S. population over the 
next 40 years will have a major impact for museums and cultural organizations. 
The race and Hispanic-origin distribution of the U.S. population is projected to 
become more diverse. By 2050, the proportional shares will shift quite 
dramatically. Less than 53 percent will be non-Hispanic White; 16 percent would 
be Black; 23 percent will be Hispanic origin; 10 percent will be Asian and Pacific 
Islander; and about 1 percent will be American Indian, Eskimo, and Aleut 
(National Population Projections, Census.gov).  
While the region’s [Greater Philadelphia] overall population is forecast to 
increase by 9 percent, the number of people of minority race is forecast to 
increase by 30 percent during the next two decades. Similarly, the regions 
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Hispanic population is forecast to increase by 64 percent between 2000 and 2020 
(“Demographic Trends and Forecasts”, 38).  
As the demographics of a population change, so will their cultural 
preferences and needs.  According to Research Advisors (see Figure 1), currently 
34 percent of the population is minority and makes up only nine percent of core 
museum visitors. This means that over 90 percent of core museums visitors are 
non-Hispanic white.   
 
 
Figure 1 – Research Advisors analysis of census data and survey data (Farrell, 5). 
Within four decades, the group that has historically constituted the core 
audience for museums—non-Hispanic whites—will be a minority of the 
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population. This analysis paints a troubling picture of the ―probable future‖—a 
future in which, if trends continue in the current grooves, museum audiences will 
be radically less diverse than the American public, and museums will serve an 
ever shrinking fragment of society (Farrell, 5). It is imperative for museums to 
respond to demographic changes so they may fulfill their missions and serve a 
larger portion of the public.   
Participation-Building Strategies 
 
Museums and cultural organizations will need to take an informed, 
disciplined, and organization wide approach to build meaningful relationships and 
participation in the arts among new cultural audiences.  
Building participation in the arts is a long-term project that requires vision 
about the changing cultural field and the possibilities that such change holds. It is 
also a project that requires leadership, widespread institutional commitment, and 
considerable skill (Grams, 1). There is no ―one size fits all‖ approach for how 
cultural organizations build participation and engage with new audiences. Each 
cultural organization operates in a complex environment with various factors that 
influence their decisions and engagement strategies. However, through the review 
of literature on building cultural participation and engaging racially and ethnically 
diverse audiences, there are some practices that were consistently mentioned that 
may serve as models for cultural organizations looking to take on this important 
work.  
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Information, alliances, alignment, and commitment appear to be at the 
core of successful participation building strategies. In her book, Marketing to 
Hispanics, Terry Soto states that ―the key to successfully leverage a new segment 
opportunity, Hispanic or otherwise, depends on having a thorough understanding 
of the environment in which you will compete for it, identifying which of those 
consumers will allow you to generate profit, and defining how well an 
organization and its environment and target consumer are aligned. Mission, goals, 
culture, products, and infrastructure must be in sync in order to deliver profitable 
growth (Soto, vii)‖. 
Kevin McCarthy and Kimberly Jinnett support this approach in A New 
Framework for Building Arts Participation and go on to state that arts 
organizations must take an integrative approach to building participation, one that 
links the organization's participation-building activities to its core values and 
purpose through goals chosen to support that purpose; identifies clear target 
groups and bases its tactics on good information about those groups; clearly 
understands both the internal and external resources that can be committed to 
building participation; and establishes a process for feedback and self-evaluation 
(McCarthy, xiii).   
In addition to understanding the internal and external environments, Diane 
Grams and Betty Farrell found in their study that . . . the kinds of practices that 
worked were those that set in place organizational mechanisms to build 
participation over the long term. Such practices need to be planned and organized, 
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either in partnership with representatives from the target audience or informed by 
their participation (Grams, 8).  
Partners for Livable Communities interviewed cultural organizations in six 
cities to understand whether and how arts and cultural organizations are adapting 
to the demographic changes of the increase in older adults and immigrant 
populations in the U.S.  The findings from this report reinforced these approached 
and stressed the importance of partnerships ―organizations must look inside their 
programming and operations, and 'outside their four walls', to create meaningful 
partnerships, participate in and listen to the community, and generally embody the 
spirit of being a good neighbor (Partners for Livable Communities, 7).‖ 
Information  
 
To create a successful participation building strategy, cultural 
organizations need to gather information about both their internal and external 
environments. When it comes to creating a Hispanic business strategy, the 
question is not whether you should target Hispanics. It is whether you understand 
the market and your organization well enough; it's about your organization's 
readiness to deliver seamlessly today (Soto, 28). Soto encourages organizations to 
conduct a thorough assessment to ensure that the organization is ready and 
committed to take on this work.  
Internally, it is critical for organizations to understand their own strengths, 
weaknesses, resources, value proposition, and how the participation building 
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strategy aligns with organizational goals and priorities (Partner for Livable 
Communities, 8 and Soto, 33 -35).  
Like Soto and Partners for Livable Communities, McCarthy and Jinnett 
also recommend that the organization take stock of its own resources in light of 
other institutional demands, which entails assessing all internal assets (staff, 
professional abilities, facilities, and equipment) and resources available in the 
broader community (McCarthy, 47). In conducting this assessment it’s important 
for organizations to identify gaps in their cultural services and in their participant 
rosters (Grams, 90). Organizations also need to understand the competitive 
environment and who else is serving this audience, how successful are they, how 
much of a threat do they pose, are there gaps in their service therefore creating 
opportunities for your organization and your offerings?  
An important, if not the most important part of the external analysis is the 
need to understand the target audience. Not only who are they, where they live, 
how many of them are there, but also what are their needs, preferences, values, 
motivations, and barriers.  
Arts organizations cannot properly align their goals with their target 
populations and tactics if they do not have accurate information about 
those populations. And this information must be more than the socio-
demographic data routinely collected by many organizations; it must also 
cover attitudes, lifestyles, leisure behavior, motivations, and specific 
program interests of their target populations, as well as any potential 
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barriers that might inhibit these populations’ participation. (McCarthy, 53 
and Partners for Livable Communities, 8 and Soto, 89). 
Demographic Category 
Development 
Attitudes and 
Values 
Psychographics 
Are there are Hispanics 
in my trading area? 
 
Are Hispanics involved 
with the category? 
What values and 
attitudes do they 
hold that may 
impact category 
decisions? 
What culturally 
relevant values do 
they hold about life in 
the United States that 
may impact category 
decisions?  
 
How many are there? 
 
Who in the Hispanic 
household consumes 
it? 
 What culturally 
relevant interests do 
they have that may 
impact category 
decisions? 
Where are they exactly? 
 
   
What are their general 
characteristics? 
 Foreign-born vs. 
U.S.-born? 
 Country of 
origin 
 Length of U.S. 
residence 
 Language 
ability and use 
 Media language 
 Household 
composition 
Do they have brand 
preferences?  
 How do they 
use it? 
 How much do 
they use? 
 How often do 
they use it? 
 How often do 
they purchase 
it? 
 Where do 
they buy it? 
 How much do 
they spend? 
 Can 
consumption 
be increased? 
  
What are their category-
specific characteristics? 
 Age 
 Children in the 
household 
 Income 
   
 
Figure 2 – Understanding the Hispanic Consumer. Source 2002 Yankelovich 
Hispanic MONITOR (Soto, 91) 
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In working to build participation among racially and ethnically diverse 
audiences, there must be recognition that diverse audiences are, in fact, diverse in 
their interests and tastes. There is no one-size-fits-all formula that will attract 
them (Grams, 169 and Partners for Livable Communities, 18).  
If the time is not taken to fully understand their desired audiences, cultural 
organizations run the risk of alienating and offending cultural groups. In one 
study of Latino arts and cultural participation, many Latinos felt that they were 
not often marketed to, and when they were, they were seen as a ―monolithic 
'Mexican' market‖ rather than as modern consumers who reflect the cultures of 
many Latino countries in addition to Mexico (Partners for Livable Communities, 
18).  
Alliances 
 
Much of the literature agrees that one way cultural groups can 
authentically learn about their target audience and community is to be involved in 
the community and stay on top of what is happening in the community by talking 
to individuals, leaders, and formal and informal groups (Partners for Livable 
Communities, 8 and Grams, 25).  This might mean attending community 
meetings, sitting on boards of local social service agencies, or exchanging 
services, favors, and sometimes money, all in support of shared local efforts 
(Grams, 25). Building mutually beneficial relationships means that arts and 
cultural organizations get involved in the community around them. They make 
attempts to understand major issues in the community such as health, 
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development pressures, or discrimination. They participate in community events, 
dialogue, and visions (Partners for Livable Communities, 7).  
In addition to going into the community, it’s important for cultural 
organizations to bring the community in as well. There must be a willingness on 
the part of the cultural organizations to cede some of their control and expertise 
by giving people real opportunities to take ownership in the production of culture 
- in other words making it possible for people to become more engaged in the 
processes of cultural planning, presentation, and promotion of activities, 
performances, and exhibitions from the beginning (Grams, 170 and Partners for 
Livable Communities, 8). Many of the organizations studied in A New 
Framework for Building Participation in the Arts noted, for example, that they 
had established community advisory committees to help them develop programs 
and reach out to target populations (McCarthy, 49).  
External relationships among organizations provide a range of direct 
benefits in the process of building participation, including increasing 
organizational capacity, increasing the credibility and legitimacy of participating 
organizations, and providing access to skills, technology, space, or other desirable 
goods (Grams, 91).   Farrell and Grams found that the most important structural 
aspects of working partnerships were those rooted in an ethos of equivalency: 
partnerships that involved trust, sustained give-and-take, shared purposes, and lots 
of communication geared toward the mutual benefit of those involved (Grams, 
91).  
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Alignment  
 
After gathering information about the internal and external factors 
involved, cultural organizations need to determine if their participation building 
goals are aligned with the organizational priorities. Once it has been determined 
that the goals for the participation building efforts are aligned with organizational 
priorities and resources, the literature reviewed recommends that the strategy be 
integrated in the organizations operations. Targeting the Hispanic/Latino market 
needs to be a well-designed, integrated strategy that considers the company's 
operating context and connects with its corporate goals (Soto, ix).  
It is important to note that building participation among diverse groups 
should not be a separate organizational strategy; it needs to be integrated across 
the organization (Partners for Livable Communities, 8 and Soto, xi). Keep in 
mind that there isn't one standard for how your company does business with 
Hispanics and one for the rest of the company's customers (Soto, xi).  
According to the literature, for organizations that want to build 
participation among racially and ethnically diverse audiences, it is critical for 
organizations to have an integrative approach that is adopted by the entire 
organization. Leadership plays a key role in aligning participation building 
strategies with other organizational priorities. According to Grams and Farrell, 
sustained and innovative leadership is one of the anchors of the most successful 
efforts for change. Important qualities of the leaders they cited in their study is 
openness to experimentation and willingness to try all opportunities to increase 
participation in the face of declining or static audience size (Grams, 254). 
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However, it is important to note that ―change is not the result of single leader 
working alone; it is a process that is directed by more broadly distributed 
leadership within the ranks of the organization (Grams, 64).‖ In much of the 
literature, the work of engaging new audiences, particularly racially and ethnically 
diverse audiences, began with a passionate staff member, often within middle 
management position, who believed in the importance of the work and saw the 
opportunity for growth for the organization.  
Successful programs require the commitment of all key staff and operating 
units of an organization, the board, and the network of funders (McCarthy, 42 and 
Partners for Livable Communities, 9). The process for creating a Hispanic 
business strategy involves total company commitment. There are no shortcuts and 
no cookie-cutter approaches (Soto, 225). Including the board and staff in 
discussions of institutional goals and values to support more and broader 
community engagement is the first lesson from organizations that have 
successfully incorporated their community-building and participation-building 
efforts into their core mission (Grams, 53). Some ways cited to get full support 
from staff and other stakeholders were to distribute leadership (Grams, 65), 
encourage cross-departmental work teams (find source), and include project in 
strategic plans, job descriptions, and team building exercises (Partners for Livable 
Communities, 9).  
In addition to insuring that the entire organization and its stakeholders are 
on board with the participation building strategy, the organization may need to 
adjust or enhance programming to respond to the needs and interests of the target 
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audience. It is important for cultural organizations to understand ―how well their 
offerings and benefits align with Hispanic needs and preferences (Soto, 34)‖. To 
increase participation among those either not inclined; or inclined, but not 
currently participating; organizations need to address perceptual as well as 
practical barriers. Organizations can address perceptual barriers by offering 
programming that is relevant to the desired audience’s interests, sending artists 
into the community to discuss art, and emphasizing the opportunities the arts offer 
for social interaction (McCarthy, 33). Programming should be intentional and 
inclusive. Arts and culture organizations should integrate programming relevant 
to community issues into their normal line-up and into their education efforts 
(Partners for Livable Communities, 8). There must be a willingness to take risks 
by producing exhibits, performances, and programs that have meaning and 
relevance to participants, even if these are emotionally challenging and potentially 
controversial (Grams, 170). 
Commitment 
 
Beyond providing relevant programming based on the target audiences’ 
needs, the literature reviewed was explicit that all components of the participation 
building strategy, including programming, be long-term and intentional.  
There must be an understanding that an institutionalized diversity project 
is a multifaceted, never-ending process that needs to permeate all aspects of an 
organization's culture and practices (Grams, 169).  
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Building long-term, community-based relationships of trust and 
reciprocity replaces what, in the worst case scenario, might be described as an 
"aerial drop" method of cultural distribution, in which short term projects and 
programs seem to fall from the air and disappear just as fast as they have 
descended (Grams, 4). 
Short-term strategies or limited efforts - such as a museum exhibit 
featuring black artists during February, the month officially dedicated to 
celebrating African American culture and heritage, or Latino-themed events 
scheduled to coincide with Cinco de Mayo - are destined for, at best, limited, 
short-term success. Any effort to build a multicultural audience that does not 
institutionalize the project of engaging diverse participants in a long-term, 
sustained effort cannot hope to succeed (Grams, 148 and Partners for Livable 
Communities, 31).  
The important thing to understand from the start is that the development 
process and implementation of a Hispanic/Latino market strategy is not a quick 
one; the payoff may not come for two or three years. But the revenues - and the 
profits - are there, and if you do the hard work of creating a strategy now, you will 
be working to ensure the long-term viability and profitability of your company 
well into the future (Soto, xi). 
Leisure Preferences of Hispanic/Latino Market 
 
In order to determine if the museum experience would of interest to the 
Hispanic / Latino population, we need to first understand the needs, cultural 
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values, and leisure preferences of this population. Leisure time in the American 
Hispanic population has increased by 34% since 1990, from 2.9 hours to 3.9 hours 
a day, but compared to other ethnicities, the Hispanic segment ranks amongst the 
lowest in total leisure time available (UCLA, ii).  
Attendance preferences for Hispanic respondents in the 2010 Cultural 
Engagement Index showed that 40% associated with personal practice of digital 
activity including buying music for their own collection, downloading music from 
the internet and sharing something that they created online (Brown, 75). 
Hispanics (66%) are most likely of all ethnic groups to be found participating in 
popular media activities including listening to internet radio, listening to music on 
local radio station, and watching dance or dance competitions on TV (Brown, 77).  
56% of Hispanics visit History and Nature attractions including zoos and 
aquariums, public gardens or arboretums, and historic sites or history museums 
(Brown, 77). In a study conducted by Contemporanea, Latinos reported that 
―learning new things‖ was their primary reason to attend museums, followed by 
―attending special exhibits‖ and ―entertainment ―as drivers for participation.  
According to research conducted by UCLA Anderson School of 
Management, Applied Management Research Program, the most highly prized 
values among Hispanics are: family, community, and personalization. Unlike 
traditional American families, Hispanics do not distinguish between their 
immediate and extended families. Therefore, it is common for Hispanics to live 
and participate in activities as a ―multi-generational extended family.‖ Hispanics 
look at their family as their support system, providing emotional and material 
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support and behavioral referents (UCLA, 5). Besides emotional support and social 
activities, family influences leisure activity. In the Hispanic culture, leisure 
activity occurs mainly in the context of family and friendship groups (UCLA, 6). 
Church also plays an important role. Over 64% of Hispanics attend church 
on a regular basis compared to the average American that attends 40% of the time 
and most Hispanics consider church to be the most trusted voice in this 
community (UCLA, 7). 
Hispanics strongly value their interpersonal relationships as seen in their 
families and within their communities. Hispanics often seek this type of 
connectivity – strong personal relationships, people who understand their needs 
and motivations, and individuals who genuinely care about their livelihoods 
(UCLA, 7). 
According to the 2002 Yankelovich Hispanic MONITOR survey, U.S. 
Hispanics prefer not to go far from their community when looking for people with 
whom to spend their leisure time. This study also found that the top five ways of 
relaxing among U.S. Hispanics are: listening to music (63%), watching television 
(53%), socializing with friends or relatives (49%), reading (41%), and napping 
(36%). 
When discussing leisure time with Hispanics during focus groups, Soto 
found that many miss the social interaction with friends and neighbors in the 
parks, squares, and even on the street in front of their homes, and they often 
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perceive that non-Hispanics keep to themselves and do not speak to each other 
(Soto, 17).    
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METHODOLOGY 
 
After the formulation of the thesis research question, it was determined 
that a qualitative approach would be most appropriate to examine how museums 
are responding to the changing demographics and engaging with the growing 
Hispanic/Latino population. In order to understand which organizations are 
working to build participation among this growing population, I fielded a survey 
to 54 museums in the metropolitan Philadelphia area (see Appendix). The survey 
invitations were sent to a mix of Community Engagement, Education, Executive, 
Marketing and PR, Membership, and other staff including Administrative staff, 
Curatorial, and Development.  Eight survey invitations were not successfully 
delivered; four were due to contacts that were out of office and four were invalid 
email addresses.  
I received a total of 24 responses to the survey; for a response rate of 52%. 
Of the 24 respondents, 21 were museums located in the City of Philadelphia, 
therefore qualified to participate in an interview. The majority of respondent 
museums were either historic or science based museums. Of the 21 qualified 
respondents, nine museums were currently engaging with the Hispanic/Latino 
community. Of the nine museums that were engaging with this community, seven 
were interested in participating in an interview.
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A targeted approach to the interviews was created to achieve equal 
representation from the various types of museums including; art, children’s, 
science, history, and zoo. Six museums were interviewed for this study. They are: 
The Academy of Natural Sciences, Pennsylvania Academy of Fine Arts, Please 
Touch Museum, Philadelphia Museum of Art, Philadelphia Zoo, and The Wagner 
Free Institute of Science of Philadelphia.  Of the 12 organizations who responded 
to survey that they were not currently engaged with this community, one 
organization was creating a plan to do so and were willing to participate in an 
interview. That organization is The Academy of Natural Science. In an effort to 
understand participation-building practices for racially and ethnically diverse 
populations that could be widely disseminated, this study excluded ethnically 
specific museums.   
One to two staff members from each organization were interviewed. Most 
often those interviewed were members of the education staff along with a 
community relations staff member or another member of the executive team.  The 
interviews took place between August 1, 2010 and August 16, 2011. All were 
conducted in person. There was a 100% response rate from all requested 
interviews.  
After the interviews were processed, the results of the interviews were 
compared back to the findings identified in the literature review to gain an 
understanding of what engagement practices museums in Philadelphia are and 
how they compare to established models.  
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According to the Demographic Trends and Forecasts in the Philadelphia 
Region Study, much of the growth of the Hispanic/Latino population in 
Philadelphia is expected to happen in the suburban areas in the region. By only 
looking at organizations within the City of Philadelphia, this study is limited by 
geographic region and the strategies employed by organizations that exist within 
it. It would be insightful to compare the engagement practices used by museums 
in these suburban areas to those in the City. 
Nevertheless, this study addresses a cross section several different types of 
museums to gain a broad understanding of engagement and participation-building 
strategies for racially and ethnically diverse audiences and to provide some 
insight into models or lessons for the field.  
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ANALYSIS 
 
The following section reports on the findings from the in-person 
interviews. The data were cross-checked against the participation building 
strategies found through the literature review (pgs) to be the most critical for 
engaging with the Hispanic / Latino community. These strategies are information, 
alliances, alignment, and commitment. 
Although not all six organizations employ each of these four strategies, 
each of the strategies have been found in at least one or more of the six 
organizations. The data are presented by organization. It was determined that 
analyzing the data by organization would help to provide an understanding of the 
successes and issues each of the museums have in achieving their audience 
participation goals.  
The Academy of Natural Sciences 
 
Founded in 1812, the Academy of Natural Sciences is America's oldest 
natural history museum and is a world leader in biodiversity and environmental 
research. For nearly 200 years, the Academy has carried out its mission to 
encourage and cultivate the sciences, exploring the remarkable diversity of our 
natural world and sharing these discoveries with the public through innovative 
exhibits, publications and educational programming (About Us, asnp.org).
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The Academy of Natural Sciences (the Academy) is a member of the 
Parkway Council, a coalition of cultural and educational institutions and 
businesses located on the Benjamin Franklin Parkway in Center City 
Philadelphia.  Primary audiences for the Academy include regional families with 
children, adults without children in the surrounding urban area, and college and 
university students. Additional audiences are tourists and educators.  
When the initial survey was fielded, the Academy was in the planning 
stages of building participation among the Hispanic/Latino community. At the 
time of the in-person interview, approximately one year later, the Academy is still 
in the infancy stage of building a participation strategy for broader audiences.  
I interviewed a staff member of the Marketing department. According to 
this staff, the Academy is aware of findings that show a strong preference among 
Hispanic / Latino audiences for natural history museums, but they are not ready to 
serve this market.  One of the largest barriers that the institution faces is a lack of 
financial resources to dedicate to engaging this community. Due to current 
economic challenges, the need to demonstrate return on investment (ROI) is 
stronger than ever.  The organization doesn’t have the risk capital to spend any of 
its’ current budget on new advertising strategies for new audiences that may not 
pay off immediately. Another concern voiced by the marketing representative is 
that the organizations’ collateral is not ready, as the materials and signage are 
currently only in English.  
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The Academy however has begun some important steps towards building 
broader participation by diverse audiences.  Whereas several years ago the 
institution operated in silos, many of the departments are now working 
collaboratively to jointly develop programming. Examples of departments that are 
working collaboratively include programming, marketing, and visitor services. 
This collaboration has led to the creation of new programs that are aimed at 
developing new audiences such as Mega Bad Movie Night and festivals such as 
Bug Fest and Paleopalooza.   
The organization appears to have a good understanding of their readiness 
to reach out to new audiences and has identified some key areas they would like 
to work on before launching a participation building campaign. These areas 
include customer service, workforce diversity, community outreach, and staff 
capacity.   
Ideally, they would like to have a dedicated Community Relations person 
who could go out and broker long term relationships for the organization as the 
Academy has not traditionally been involved with community outreach in this 
way. While the Academy does go out to schools to conduct presentations, these 
programs are traditionally paid for by the schools and therefore are currently only 
happening in some of the regional schools who have the resources for this.  
The Academy is aware of its advantages as well.  By virtue of being a 
natural history museum, their exhibits do not require an understanding of a 
particular culture or language to be appreciated. They are not ethnically or racially 
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specific and potentially less intimidating for new museum audiences. There is a 
desire among the staff and leadership of the Academy to broaden and diversify 
the audiences of the museum. They are doing the difficult, yet important work of 
assessing their readiness and ability to serve these new audiences before 
launching into any efforts that may fall short.  
The Pennsylvania Academy of the Fine Arts 
 
The Pennsylvania Academy of the Fine Arts (PAFA) is a national leader 
in fine arts education that brings together artists and the public through 
exceptional teaching programs, a world-class collection of American art, major 
exhibitions, and widely accessible public programs (About PAFA, 
pafa.org).  PAFA is located on North Broad Street, just a few blocks north of City 
Hall, in Center City Philadelphia.  
Through the Museum Education department, PAFA is engaging with the 
Hispanic/Latino community through family and school programming and 
partnerships with community organizations and agencies. I interviewed two 
members of the Museum Education department. There is not an integrated, 
intentional strategy that is driving this work. Instead much of this work is the 
result of a determined and passionate staff member in the Museum Education 
department.  
Through strong alliances and unique partnerships, PAFA has been able to 
deliver meaningful programs to diverse communities. One of their cornerstone 
programs is Lost Dreams on Canvas in which artists paint portraits of children 
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who had been innocent victims of violence (Lost Dreams, pafa.org). Lost 
Dreams on Canvas is the result of a partnership that began in 1993 when a 
member of Veterans Against Drugs approached PAFA after the murder of a 5-
year-old son of a Marine Corps Vietnam veteran who had been caught in gunfire 
between drug dealers in a candy store near his home. This program takes the 
portraits on traveling exhibitions to school to talk about violence. Each year 
PAFA hosts a holiday event for the families of the victims to come to the museum 
and enjoy the art, during what is a very difficult time of year for them.  
PAFA’s approach to building participation among diverse audiences has 
been fluid and responsive. Often times the Museum Education staff works in a 
―trial by fire‖ philosophy to see what works and what doesn’t.  An example of this 
approach is the partnership with El Centro del Estudiantes, an alternative middle-
high school in the Kensington section of North Philadelphia.  
PAFA sent three of its teaching artists to work with high school students 
and teachers at El Centro to help create awareness for the museum and its 
weekend family programming. The teaching artists became very connected to the 
students and teachers and so they decided to continue to work in this school and 
serve as mentors to the kids. Around the same time, PAFA became aware that 
Mural Arts was bringing a Nicaraguan muralist to Philadelphia. PAFA was able 
to secure funds from a third party source and brought the muralist to work with 
the students at El Centro to create a mural. They held a reception for the project at 
PAFA that the students and community members attended. Due to this project and 
time spent in the community, two students from El Centro are now interns at 
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PAFA.  This is a good example of how PAFA was a part of the community, and 
has also made a lasting commitment to the community, involving the community 
with its operations as well.  
In addition to these examples, PAFA has strong partnerships and programs 
that work with the City of Philadelphia and the Office of Supportive Housing. 
PAFA sends volunteers, often artists from the school, into local homeless shelters 
to make art with the families and residents of these shelters.   
Through its unique and long lasting partnerships, PAFA is able to have a 
positive impact on many of the communities in which it works. However, the staff 
of the Museum Education department realizes that they are not able to serve 
everyone and would benefit from an organized approach and focus for this work. 
With the recent hiring of a new Museum Director, they are hopeful to have more 
institutional support of this work, including financial support. The new Museum 
Director has a background in museum education and is personally supportive of 
this work. Since the Director has arrived, the Museum Education department has 
started to meet monthly with the Visitors Services department to discuss ways that 
they can improve the visitor experience.  In addition to working more 
collaboratively, PAFA is looking to increase its collection of artists of different 
racial and ethnic backgrounds, in particular African American artists. They are 
currently forming an Advisory Outreach Committee to help guide these efforts 
and are looking for ways to diversify their workforce, in particular their docents.  
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While their approach to community engagement has been largely driven 
by ethics, determination, and a ―trial by fire method,‖ PAFA is very well suited to 
take this work to the next level and to continue to serve the diverse communities 
of Philadelphia in meaningful ways.   
Please Touch Museum 
 
The Please Touch Museum was founded in 1976 with the mission to 
enrich the lives of children by creating learning opportunities through play (About 
Please Touch, pleasetouchmuseum.org). Please Touch Museum was the first 
museum in the nation whose target audience was families with children seven and 
younger.  
The Please Touch Museum has a deep understanding of its visitors and 
thinks about them less in terms of their differences, but more so in terms of their 
similarities, particularly as it relates to learning style and age. While the Please 
Touch Museum is not specifically targeting the Hispanic and Latino community, 
they are serving this population through many of its programs and exhibitions.  
In many museums the work of community outreach or engagement 
traditionally resides within the education department. However at the Please 
Touch Museum this work is part of a distinct department called Community 
Programs & Partnerships. I interviewed a staff member of the Community 
Programs & Partnerships department and a member of the Education department. 
The Community Programs & Partnerships department manages the Youth, 
Portable Play, School Readiness, and Parenting Programs. These programs aim to 
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meet the evolving needs of families and children in our region and rely on 
strategic partnerships and collaborations in the community.   
When the Please Touch Museum relocated to their new location in the 
Parkside neighborhood of Philadelphia in 2008, they made a commitment to be a 
good neighbor. They attended many social and civic events, formed a Community 
Advisory Committee, partnered with local agencies and have made a commitment 
to serve this community consistently through their Community Partners Program.  
The Community Partners Program is a series of collaborative programs 
between Please Touch Museum and social service agencies including residential 
treatment facilities, homeless shelters, domestic violence shelters and early 
intervention programs. These six-week programs work with transitioning women 
to help them re-engage with their children through play. Please Touch Museum 
brings these programs to four sites across the city each year. The Museum is 
committed to having a presence in Parkside, therefore two of the four sites year 
will be dedicated to agencies in this neighborhood indefinitely. In 2010, 90% of 
the women participating in this program were of Hispanic / Latino origin.  
Each Community Program provides its participants with free family 
memberships to the Museum along with a dedicated field trip to the museum. The 
field trip is led by their program leader, a familiar person, and is intended to 
introduce the parents to what is often their first museum experience. The field trip 
is held so that the parents feel comfortable and safe in visiting the museum and so 
that they take full advantage of their membership.  
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Programming at the Please Touch Museum is well thought out and focuses 
on three core principles; open-ended, process driven, and child centered. They 
believe that a good program is inclusive to all. While the museum has special 
exhibits and events that are focused on different cultures or themes, including Dia 
De Los Ninos in May, they extend this programming throughout the year and 
have ongoing presentations representing dance, music, and theatre from different 
cultures for all to appreciate. This is aligned with their philosophy of similar, not 
different.  
The organization culture is collaborative and integrated.  Those 
interviewed said that they don’t work for a department; they work for the Please 
Touch Museum. All departments work on projects and programs and have staff 
representatives at planning meetings. This collaborative approach requires many 
meetings, including an organization wide meeting everyday at 8:30am before the 
museum opens. This meeting gives the staff and leadership time to say hello to 
each other every day and to share information.  
The Please Touch Museum is committed to building diversity among its 
workforce as well as its visitorship. The President of the Museum is very 
committed to diversity and hiring practices takes this into account. They look to 
hire from the community. One of their many partners is the Philadelphia EARN 
Center. The EARN Center offers free services and incentives to support people 
transitioning from Temporary Assistance for Needy Families to the workforce 
(Earn Center, pathwayspa.org). Please Touch Museum partners with this program 
by providing parenting training assistance for the program and has also started 
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hiring people who have gone through the EARN Center to work at the Museum. 
This type of program shows the commitment that the Please Touch Museum has 
to its community and goal of being a good neighbor.  
Please Touch Museum has a deep understanding of its visitors according 
to age and learning style and matches programming and service accordingly. It 
also has a very thorough understanding of its surrounding community though its 
long-term partnerships and involvement which has resulted in a positive 
reputation for them. One barrier that the museum may face is that by focusing on 
the similarities of different ethnic and racial groups, they may risk not 
understanding the unique differences that would serve as either barriers or 
opportunities for future participation.  
Philadelphia Museum of Art 
 
The Philadelphia Museum of Art - in partnership with the city, the region, 
and art museums around the globe - seeks to preserve, enhance, interpret, and 
extend the reach of its great collections in particular, and the visual arts in general, 
to an increasingly diverse audience as a source of delight, illumination, and 
lifelong learning (Information, philamuseum.org). The Philadelphia Museum of 
Art is located at the intersection of the Benjamin Franklin Parkway and Kelly 
Drive, the entrance to Fairmount Park.  
The Philadelphia Museum of Art has been doing outreach into the 
community for over 20 years. They have many long-term relationships with 
community organizations including Taller Puertorriqueno, The Village of Arts & 
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Humanities, and Art Sanctuary. I interviewed a member of the Community 
Engagement staff whose position is located within the Education Division at the 
Museum. According to this staff person, there is intent, awareness, and demand 
within the Museum to increase the diversity of the visitors at the Museum and has 
been for several years.  
In conjunction with the Government Affairs and External Relations 
department, the Community Engagement staff identified five communities that 
they would like to be more involved with; African American, Hispanic / Latino, 
Asian American, LGBT, and religious affiliations. This is not an institution wide 
priority, but something that these departments are working on together to advance 
their shared goals of social relevance.  
The Education Division focuses on programming for adults, children, 
teachers, families, and underserved communities. The Community Engagement 
staff is focused on underserved communities. Programming for these communities 
happens in several ways; there are many ongoing programs within this department 
that focuses on these communities including the Summer Library Outreach 
Program, the Delphi Summer Teen Program, as well as free admission and 
transportation assistance for partner community organizations. Additionally this 
department creates supplementary programs for the exhibitions at the Museum for 
diverse audiences.   
As explained by the Community Engagement staff person, this 
programming has traditionally happened in response to selected programs and has 
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happened late within the programming and budgeting stages of planning, but that 
is beginning to shift. New leadership at the Museum is working to get them more 
involved in programming at an earlier stage of the process.  
The Museum has a strong understanding of the diverse audiences they are 
seeking to serve.  In particular, when discussing how the Museum targeted the 
Hispanic/Latino community for its programming, the staff member pointed out 
that generalization is dangerous and that this community, like many others, is not 
monolithic. Understanding these differences was critical in understanding how to 
promote and program for three different exhibitions at the Museum; Frida Kahlo 
in 2008, Mexico and Modern Printmaking: A Revolution in the Graphic Arts, 
1920–1950 in 2007, and  Tesoros/Treasures/Tesouros: The Arts in Latin America, 
1492–1820 in 2006. Frida Kahlo, the artist, was not very well known to Mexicans 
and so this exhibit was appealing to a younger, more feminist, Caucasian audience 
base. Modern Printmaking was also more appealing to a younger audience base, 
but really resonated with LGBT teens who were seeking equality, identity, and 
sexual freedom. Whereas the Tesores exhibit was very colonial and had deep and 
particularly religious catholic undertones, it was important for the Museum staff 
to understand these exhibitions and how they would appeal to different segments 
of the community so that the Museums’ communications about these exhibitions 
were received in a positive way.  
Some barriers that the Museum is facing in increasing participation by 
diverse audiences is the difficulty to implement change in such a large institution, 
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the lack of financial resources to keep up with the demands of serving these new 
audiences, and commitment to this work across the entire institution.  
A very real issue for the Museum is its size. The Philadelphia Museum of 
Art is a very large institution with over 400 employees. This makes getting 
everyone working towards a shared vision a difficult task. Change is not easy. It is 
particularly difficult in an organization of this size and stature. However, the new 
Director and Chief Executive has been working to bring the departments together 
by bringing in experts for shared learning as well as getting everyone to work 
together on the upcoming Peruvian exhibition.  
The Philadelphia Museum of Art is committed to its role of being a 
premier art museum as well as its civic responsibility to the community, which 
includes diversifying its audiences. This commitment is reflected in their mission 
statement, a ten year master plan to address some physical and perceptual barriers 
of visiting the Museum, and the work that is already happening within the 
Education, Government Affairs, and External Relations departments. It is hopeful 
that the new approach of bringing more departments together, earlier on in the 
process will help the Museum adjust to the changing environment and to make 
their civic goals completely integrated across the institution.  
Philadelphia Zoo 
 
For over 150 years the Philadelphia Zoo, America’s first zoo, has focused 
on educating the public about exotic animals, promoting and participating in 
worldwide conservation efforts for endangered wildlife, and providing 
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exceptional recreational opportunities for families. The Zoo which is located in 
West Philadelphia is one of Philadelphia’s leading family attractions, welcoming 
more than 1.1 million visitors a year (About America’s First Zoo, 
philadelphiazoo.org).  
The Philadelphia Zoo has an integrated approach for building community 
participation that is aligned with organizational priorities. The Zoo has a five year 
Strategic Plan and a 12 year Transformational Plan that defines the organizational 
priorities. Each staff person maps out their goals and priorities according to the 
organizational goals outlined in the strategic plan. Positioning the Zoo as a 
resource to various members of the community is part of the organizational 
strategy and helps the Zoo to build participation. The Philadelphia Zoo has 
several ongoing initiatives aimed at serving the Hispanic / Latino community in 
Philadelphia, as well as many other cultural communities in the region.   
I interviewed a staff member in the Events & Community Partnerships 
department. This department originated in the Guest Relations department, but is 
currently housed in the Marketing department. The staff member interviewed 
works closely with the President and VP of Government Relations to ensure that 
the work in Events & Community Partnerships is aligned with organizational 
priorities. This position see itself in a support role to the President and VP of 
Government Relations and works with these two positions to identify specific 
communities and community needs where the Zoo can play a meaningful role.   
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The identification of key cultural communities that the Zoo works with 
happens both formally and informally including; priorities from elected officials, 
board affiliations, observation of lack of attendance at the Zoo by a particular 
group, awareness of who competitors are serving, and requests from community 
organizations and members. All partnerships that the Zoo maintains are mutually 
beneficial.  
The Zoo leverages its community partnerships to better understand the 
needs of the community, resulting in the Zoo being seen as real resource.  An 
example of how a relationship with a community organization has helped the Zoo 
become more knowledgeable about the community needs is the partnership with 
Congreso de Latinos Unidos. The Philadelphia Zoo has a longstanding internship 
program, but was struggling to place teens from racially and ethnically diverse 
backgrounds in these positions. Through their partnership with Congreso they 
learned that they weren’t talking about what was important to the teens and their 
families; the safety of the teen. Through this relationship they adjusted their 
messaging to reflect not only the opportunities associated with an internship at the 
Zoo, but also that they were supervised positions and that the Zoo was a safe 
place to work.   
In addition to forming strategic alliances and partnerships, the 
Philadelphia Zoo has also adapted its programming to be build participation 
among diverse audiences.  An example is the Creatures of Culture series, which is 
two year program that works with three target communities to show how 
conservation decisions made here impact not only the animals, but people and 
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cultures thousands of miles away. The Zoo identified the Korean, West African, 
and Hispanic/Latino communities as its target communities for this program. The 
objectives of this program were to introduce these populations to the Zoo, to 
educate traditional Zoo visitors about these cultures, and to educate all the 
visitors, traditional and new, about the impact of their actions on global 
conservation issues.  
The Zoo identifies a lead organization from each community to partner on 
this event and to help spread the word about the event. They bring in artists and 
volunteers from the targeted communities to hold onsite cultural demonstrations. 
This program also helped the Zoo to change some of its advertising strategy and 
provided them with the opportunity to test out new ethnic media outlets, 
something they hadn’t tried before do to unknown potential for return on their 
investment.  
Other ways that the Zoo is working to build participation is through 
partnering with community groups to host events at the Zoo, providing free or 
reduced priced tickets through its Community Access Program, and participating 
in community festivals with its Zoo on Wheels program.  
Staff diversity plays an important role at the Zoo. The staff at the Zoo is 
aware that visitors like to see people who look like them working at the Zoo. It is 
also helpful for the Zoo to have employees who represent different perspectives 
and backgrounds as they are able to provide feedback and important perspective 
on new program and partner ideas. This input helps the Zoo maintain credibility. 
 39 
 
The Zoo is continuously working to improve the diversity of its workforce and 
does this by being intentional and strategic about where it posts job opportunities.   
Some barriers that the Zoo faces are the lack of dedicated financial 
resources and the lack of human resources to keep up with the demand of 
community partnerships.  However, the Philadelphia Zoo has an integrated, 
intentional, and thoughtful approach to building participation and value among 
various cultural communities. The buy-in from leadership, alignment with the 
work of Government Relations, as well as support from others in the organization 
is critical to the success of these community initiatives. While this strategic 
community engagement work is still relatively new for the Zoo, it already has 
some long-term partnerships developed which will serve as strong assets into the 
future.    
The Wagner Free Institute of Science 
 
The Wagner Free Institute of Science (The Wagner) was established in the 
mid-nineteenth century to provide free science education for the people of 
Philadelphia. The Wagner Free Institute houses an extraordinary collection of 
natural history specimens including mounted birds and mammals, fossils, rocks 
and minerals, insects, shells, and dinosaur bones (Museum, 
wagnerfreeinstitute.org). The Wagner is located in North Philadelphia; near the 
campus of Temple University.   
I interviewed two members of the Education department; one staff 
member split their time between Education and Communications. The Wagner 
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Free Institute has developed strong alliances over the past 20 years and is using 
these networks to engage with the Hispanic / Latino community. By virtue of their 
location they are well positioned to engage with this community and to be seen as 
valuable community resource.   
The Wagner works to build participation through its education programs, 
family programming, and strategic alliances. There is not currently an intentional 
strategy at The Wagner to engage with members of the Hispanic / Latino 
community; however they do have several programs that serve this growing 
community. The Wagner’s education programs are split between on-site and off-
site activities. One of its flagship programs is the GeoKids program.   
GeoKids is a partnership between the Wagner Free Institute of Science 
and four local schools: Meade Elementary School, Kearny Academics Plus, 
Reynolds Elementary School and Gesu School (Children’s Education, 
wagnerfreeinstitute.org). These schools are located in some of the toughest 
neighborhoods in the city and serve a majority of African-American and 
Hispanic-Latino children. Founded in 1992 GeoKids classes participate in 
yearlong natural science units that are hands-on and content rich. The Wagner 
education staff also goes out and brings their collection and teaching programs to 
local libraries and head start programs in their surrounding neighborhoods.  
As well as going out and serving the community The Wagner has also 
worked to invite the community in.  Through their outreach work they realized 
that there were three community organizations who were working with teens on 
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writing projects. They invited the groups to come together to The Wagner and 
provided the museum for free as a meeting space for a month for shared 
programming. The collections were used as part of the writing assignment on the 
meaning of objects.  
In addition to their outreach programs, The Wagner hosts family events 
throughout the year as a way to engage the community. They have partnered with 
local community development corporations to help promote these events.  
While The Wagner does not have education materials translated into 
different languages, nor bi-lingual staff, it has found different ways to present the 
information and lessons to overcome the language barriers.  The Wagner is 
dedicated to providing free education and resources to the community. This 
operating model limits the resources of the institution to take on more of the work 
that they would like to do in order to be more engaging with their community. 
Other barriers that The Wagner faces in building participation among diverse 
audiences are limited hours of operation, small staff size, and lack of time to have 
the long-term and in-depth presence in the community that they would like to 
have.   
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CONCLUSIONS AND RECOMMENDATIONS 
 
This study set out to examine how museums in the City of Philadelphia 
were responding to the demographic changes of the population and specifically 
how they were engaging with the growing Hispanic/Latino community. Five of 
the six museums interviewed for this study are currently engaging with the 
Hispanic/Latino community.  
It is interesting that at least one, often times two to three, of the 
participation-building strategies mentioned in the literature review were employed 
at each of the museums interviewed. Also interesting to note is that not one 
museum employed all of the strategies. The most common used strategy among 
the museums was strategic partnerships and alliances with community 
organizations. Each institution cited several long term partnerships that they had 
established with schools, religious organizations, civic and social service 
agencies.  It is through these alliances that the museums are having the greatest 
impact and success with the Hispanic/Latino community.  
It was interesting to see where in the organization this work was being 
performed. In three of the six organizations, this work is happening within the 
Education department. For two organizations it exists within the Marketing 
Department, and for one organization it had its own department.  For most of the 
museums, there were informal partnerships and collaborations with other 
departments within the organization including the Visitor Services and 
Government Relations departments.  
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Involving, or having the support of, the Government Relations department 
appeared to be a successful strategy for the two museums that were doing so. This 
provided the staffs who were working on the participation-building efforts to 
directly engage with the leadership of their own institution, as well as leaders in 
the community and partner organizations. This seems like a likely pairing of 
functions within the museum to help ensure that the organization is fulfilling its 
mission and serving as a critical member of its community.  
Based on the data collected during the interview, the strategy that was 
least employed by the participating museums was the collection of information 
about the audiences they were working to engage.  As indicated in the literature 
review, this information is critical to have in order to deliver meaningful 
experiences and to be relevant to these communities. Cultural competency is an 
important element of delivering this work effectively and will help prevent 
organizations from making mistakes in their efforts. Cultural organizations would 
benefit from having a better understanding of their current audiences as well as 
the market around them. This information needs to include more than just 
demographics, there is also a strong need for understanding values, needs, and 
barriers.  
For the most part the museums in Philadelphia have the desire to build 
relationships and participation among this and other cultural communities; 
however, they lack the financial resources and organization wide support to do 
this work.   
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For organizations who are interested in building participation among 
racially and ethnically diverse audiences it is recommended that they conduct a 
readiness self assessment as described by Terry Soto in her book Marketing to 
Hispanics. The very act of completing this assessment will help the organization 
gain buy-in for this work. Additionally this activity can be a great way to bring in 
different, yet critical, perspectives from across the organization to engage them in 
this work.  The chances of more funding for this work increase when it becomes a 
larger priority within the organization.  
While there is no formula for how to engage with racially and ethnically 
diverse audiences, it is recommended that there be further study that looks into 
how this work is measured within cultural institutions. The one museum 
interviewed that hasn’t begun this work yet is prevented from doing so until they 
can demonstrate the return on investment of this strategy. As expressed in the 
literature review, that is the wrong metric to be applied, at least in the short-term, 
for this work. The field of arts and culture would benefit from a system that 
measure the impact of this work both in quantifiable and qualitative measures 
over-time.  
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APPENDIX A - Organizations Interviewed 
 
The Academy of Natural Sciences 
Pennsylvania Academy of Fine Arts 
Please Touch Museum 
Philadelphia Museum of Art 
Philadelphia Zoo 
The Wagner Free Institute of Science of Philadelphia.   
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APPENDIX B - Survey Questions 
 
1. Do you currently work at a museum located in the City of Philadelphia? 
2. What type of museum do you work for? (please check all that apply) 
3. What is your position and which department do you work in at the 
museum? 
4. Does your organization currently engage with the Hispanic/Latino 
community?  
5. Is your organization currently developing a plan to engage with the 
Hispanic/Latino community? 
6. Would you be willing to participate in an interview to discuss in depth 
how your organization is reaching out to this growing cultural 
community?   
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APPENDIX C - Interview Questions 
 
1. How is your museum engaging with the Hispanic/Latino community? 
What are you doing? (work in schools, community days, advertising…)  
2. Who / what department is responsible for this work? Has it spread to other 
areas of work in the organization? Are you working with anyone in the 
community?  (external groups, parents, alumni, community partners...)  
a. Have you made any changes to personnel based on this work? 
(new hires, etc…) 
3. Why are you doing it? What initiated this work? Has the entire 
organization adopted this audience as a key audience group?(grant, etc..)  
What are your motivations? Personal vs organizational? Difference 
between your motivation vs institution?  
4. Is this work seen as parallel or integrated?  
5. Where does the Hispanic / Latino audience fall within your orgs 
constituency? Primary audience, secondary, etc…? Where does it fall for 
you?  
6. How long have you been working with this community?  
7. Have you done any research about this community? If so, what kind? 
8. Can you tell me more about the plan for doing this work? Who in the 
organization knows the plan? How was it shared? 
9. Was there any external analysis conducted before beginning this work? If 
so, what kinds? Who did it?  
 
10. Was there any internal analysis conducted before beginning this work? If 
so, what kinds? Who did it?  
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11. If everything you did worked the way you wanted it to work, what would 
that look like? What does success look like?  
a. Do you have specific target and goals to get there /measure? 
b. What have you learned? Is there anything that stands out that has 
been pretty successful? or not so successful 
12. Have you seen any broader changes in your department or across the 
organization?  
 
 
 
 
 
